
Whitefish CVB 
Marketing Plan for Fiscal Year 2008-2009 

 
 

1.  Purpose 
The purpose of the Whitefish Marketing Plan is to enhance the economy of Whitefish by 
emphasizing its desirability as a travel and recreation destination to visitors who appreciate 
and respect the character of the place.  Our mission is to build a high level of visibility and 
increase our name recognition as a premier year-round mountain resort town. 
 

2.  Identity of the Area – Strengths & Challenges 
Strengths of Whitefish:  

o Spectacular Scenery and Natural Beauty   
o Recreation Opportunities - Glacier National Park; unlimited variety of water sports on 

pristine seven-mile long Whitefish Lake; premier golfing at Montana's only 36-hole 
championship golf course; downhill skiing at Whitefish Mountain Resort; cross-country 
skiing; snowboarding; snow-shoeing; snow-mobiling; indoor ice skating arena and 
outdoor skating on ponds and lakes; dog sledding; hiking; biking, swimming; canoeing; 
kayaking; fly fishing; boating; water-skiing; whitewater rafting; horseback riding; wildlife 
viewing, bird watching, camping and RVing; and photo opportunities. Excellent location 
for geo-tourism market. 

o Charming historic downtown Whitefish - unique shops, art galleries, railroad museum, 
coffee houses, local brewery, nightlife. 

o Quality lodging choices  
 Full service resorts 
 Small inns 
 Guest ranches 
 Family-friendly lodging 
 Condominiums 
 Vacation home rentals 

o Excellent meetings and convention facilities 
o  Award winning restaurants 

 Exceptional, critically acclaimed fine dining in a relaxed casual atmosphere 
 Many locally-owned restaurants 
 Local eateries 

o Cultural Arts and Entertainment – State-of-the art performing arts center, year-round 
live theater, film series, live music,  Downtown Farmers’ Markets, Winter Carnival and 
a complete series of festivals and unique community events. 

o A wide offering of day spas and other health, beauty and fitness facilities including The 
WAVE, a community-owned indoor recreation center featuring three swimming pools, 
water slide, fitness center, gymnasium and racket courts, spa, massage, yoga, and day 
care.  

o Access to Major Air and Rail and Highway Transportation - Glacier Park International 
Airport, a major jetport, is only 11 miles from city center. Whitefish is the busiest 
Amtrak station between Minneapolis and Seattle.  The historic Depot is at the center of 
downtown.   The Shuttle Network of Whitefish (S.N.O.W. Bus) is a free ski season 
town-to-mountain shuttle.  Montana Highway 93 is the major north-south highway in 
western Montana, and the route into Montana from Banff & Jasper Parks. 

o An authentic town with personality in the midst of a year-round natural playground. 
Whitefish is a community of real people who work hard to play hard. 
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Challenges for Whitefish: 
o Lack of a strong marketing image and identity. 
o Weak winter market, in spite of the prevalent local and regional perception of Whitefish 

as a “winter town”. 
o Underdeveloped shoulder seasons. 
o Lack of adequate air service:  number of seats per plane, fewer flights, and non-

competitive rates. 
o Limited marketing funds. 
o Potential loss of summer visitors because of ongoing Going-to-the Sun Road 

reconstruction in Glacier National Park. 
o Dependence on climate and natural conditions (forest fires, drought, flood, etc.) 
o Unpredictability of AMTRAK funding 
o Limited retail shopping hours – Closures evenings and Sundays 
o Road construction 
o International Travel uncertainties 
o Rising gas prices 
 

3. Goals 
A.  Establish our identity and presence in the marketplace as a unique destination. 
B.  Rebuild traditional visitation from other areas of the state and neighboring states. 
C.  Encourage destination visitation from the national market. 
D.   Aggressively showcase Whitefish's vast array of winter sports. 
E.   Entice Glacier National Park visitors to spend a few extra days in Whitefish   

because of all of Whitefish's “natural” advantages. 
F.  Improve shoulder seasons with golf, fly fishing, bicycling, water sports, cultural  

 activities, community events, fall foliage, birding, wildlife viewing, and encourage    
corporate retreats and sports events,  

G. Stimulate the publication of feature stories in national and regional magazines,  
major metro newspapers, and broadcast media. 

H.    Improve Meeting and Convention market year-round. 
 I.   Increase visibility in International market. 
J.  Highlight Whitefish as a location to the film industry. 
K.  Gather information and statistics on Whitefish visitors for the purpose of marketing  

planning. 
L. Pursue new airline markets 
M. Increase occupancy from lodging facilities 

 
4. Support for 5-year Statewide Tourism Strategic Plan 

Whitefish’s FY06 Marketing Plan supports the following parts of the 5-year Strategic Plan 
Goal 1: Increase four-season tourism revenues statewide through effective marketing and promotions, 
focusing on high-value, low-impact visitors. 
 1.1.  Implement highly targeted consumer advertising and promotion campaigns, based on 

strategic marketing plans and track/report  results. 
o 1.1.a.  Expand public-private marketing partnerships with tourism businesses and 

attractions 
o 1.1.b. Continue winter marketing 
o 1.1.c. Attend consumer shows 
o 1.1.d. Continue marketing to international travelers 
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o 1.1.e. Enhance tracking and reporting of results and return on investment (ROI) from 
state, regional and CVB advertising efforts 

 1.2  Promote Montana to targeted groups and events, emphasizing off- peak season. 
 1.3 Work collaboratively with other tourism marketing partners to plan and implement priority 

marketing efforts. 
o 1.3.b. Implement the new Montana tourism brand 
o 1.3.c Conduct educational workshops, presentations and webinars 
o 1.3.d. Create cooperative marketing campaigns between agriculture and tourism 

 1.4 Improve Montana’s Visitor Information System to extend visitor stays and spending. 
o 1.4a. Create a database inventory of visitor information system components  
o 1.4.c. Provide advanced training for all VICs 
o 1.4.d. Use technology to enhance Montana visitor information marketing efforts 

Goal 2:. Attain public policy and citizen support for sustainable tourism and recreation. 
 2.1 Build awareness through statewide publicity efforts about the new Montana tourism 

Charter, geotourism, tourism benefits/impacts, tourism and recreation partner initiatives, and 
allocation of lodging facility use taxes.  

 2.2. Provide concise, visual briefings and presentation to policy makers and business groups 
about Montana tourism issues and benefits. 

 Goal 3: Address management and access issues for sustainable recreation on private, state, and 
federal lands. 

 3.1 Educate visitors, suppliers, residents about ethics and responsibilities on public/private lands 
 3.2 Coordinate statewide tourism marketing efforts to ensure consistency with land management 

 Goal 4: Enhance and preserve Montana’s culture and history (historic sites, museums, art, music,  
 4.1 Promote existing historic/cultural assets for the enjoyment of residents and visitors 

o 4.1.a Use historic/cultural attractions as venues for conferences, events, and seminars 
o 4.1.b Develop artisan/craftsmen trails statewide to highlight history and culture 
o 4.1.e Plan and promote commemorations of historic events in Montana 
o 4.2.d Revitalize historic downtowns as vibrant destinations for travelers 

 Goal 5: Support appropriate tourism business growth, including new tourism products and services 
for target customer markets. 

 5.1 Cultivate opportunities to leverage private/public funds to create tourism products 
o 5.1.b Expand winter tourism products/activities (spas, arts/culture, tribal events, etc.) 
o 5.1.c Encourage use of Made/Grown-in-MT products by restaurants, markets, retailers, etc 
o 5.1.d Identify new opportunities for guided visitor services on public/private lands 

 5.2 Provide information about technical/financial assistance available to tourism businesses 
o 5.2.a Distribute assistance information via tourism meetings, web sites, newsletters, etc. 

 Goal 6: Address tourism and recreation professional development, workforce availability, training, 
and affordable housing issues. 

o 6.1.a Encourage all MT CVBs to join DMAI or WACVB trade associations, adopt 
standards 

o 6.1.b Sponsor training for staff/volunteer board members of nonprofit tourism, recreation, 
historic, and cultural organizations and agencies 

 Goal 7: Improve Montana’s transportation system for both residents and visitors 
 7.1 Increase air service capacity to and from Montana cities 
 7.3 Improve and maintain Montana roads and bridges  
 7.4 Increase use of passenger rail and transit service in Montana 

o 7.4.a Promote Amtrak’s Empire Builder service in Montana 
o 7.4.b Promote excursion rail service in Montana 
o 7.4.c Encourage/expand intercity transit service to high traffic visitor locations 

 7.5 Expand bike/pedestrian trail systems among communities, and connections to trailheads 
 Goal 8: Enhance the “curb appeal” of Montana communities to attract visitors 

o 8.1.c Support City/County planning and growth policies to preserve community character 
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o 8.2.a Improve appearance of community entrances, commercial areas, and public parks 
o 8.2.b Address billboard proliferation and create incentives for replacement with  
o 8.2.d Encourage communities to seek grants for rural cell phone/high speed Internet 

 9.1 Seek increases in state funding for targeted tourism marketing/programs/facilities 
 9.2 Foster opportunities to pool public and private marketing dollars 
 9.3 Enhance funding for region and CVB marketing efforts 

 Goal 10: Build an effective “team” to implement the Strategic Plan, and report results 
 10.1 Recognize Travel Montana as ‘team captain’ to communicate/coordinate regularly with partners 
 10.2 Create public/private/tribal partnerships for cooperative project implementation  
 10.3 Implement Strategic Plan discussion/reporting to align activities with goals and actions 
 10.4 Streamline reporting process of marketing plans/expenditures to TAC/TM by regions & CVBs  
 10.5 Obtain strategic research to inform tourism marketing, development, and policy decisions 

o 10.5.a Continue to conduct research about resident/nonresident travelers in Montana  
o 10.5.b Purchase research about national/international tourism and recreation trends  
o 10.5.c Continue regular monitoring of Montanans’ opinions about tourism and recreation 

 
5. Objectives 

Whitefish Businesses collect resort tax that is separated into 3 categories: Lodging, 
Restaurant / Bar, and Retail with collections reported monthly. The tax is only collected 
within the city limits, which corresponds to our accommodations tax collection area. The 
WCVB's objective is to improve the economy of Whitefish, as measured by the increase in 
resort tax collections.  For FY 2009 our objective is to increase the total resort tax by 5% 
over FY 2008. 
In addition, we wish to get our name and our image in front of hundreds of thousands of 
potential Montana visitors. Tracking is completed by the number of inquiries and 
distribution of travel planners, Glacier Guides, GWVA Maps, Montana Winter Guides, 
Flathead Golf Guides and on-line ads, giving us the number of visitors and potential 
visitors who responded to or saw our message. Our FY 09 goal is to increase travel 
planner distribution/download by 20% and increase website visits by 30%. 
 

6. Target Geographic Markets 
Whitefish wishes to reach a national audience of destination travelers who match the 
description by National Geographic and Tourism Industry of America of “Geotourists”, the 
high value/low impact visitor who appreciates authentic experiences and respects “sense 
of place”.  We also wish to attract the meeting and convention market, the international 
visitor and the film industry.  

 
A.  Pacific Northwest  

 Seattle, Portland, I-5 corridor 
B. Zonal 

 Southeast U.S. 
 Northeast U.S 
 Upper Midwest 
 Southwest  

C.  Regional drive-to (within a 300-mile radius) 
 Montana 
 Eastern Washington 
 Northern Idaho 
 Southern Canada 
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7. Target Demographics and Psychographics 
Whitefish will market to the visitor segments identified by National Geographic and Travel 
Industry of America as “Geotourists.”  These segments: Geosavvys, Urban Sophisticates and 
Traditionals match with the Prizm segments.  

We would like to match our media buy with the information from the Travel Montana 
branding project:  
 
 8.  Marketing Methods 

 Consumer and Meeting and Convention - Print Ads, Online Advertising, Public Relations, 
(including press trips), Trade Shows, Website, Broadcast Media, Fam trips, and Cooperative 
marketing with Travel Montana and Glacier Country.  
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Whitefish Convention & Visitor Bureau
Fiscal Year 2008-2009

Annual Budget Overview

Project Budget Total Budget
Support 30,000.00$      
     Administration $12,852
     Opportunity $5,000
     Joint Ventures (with Travel Montana) 12,148.00$         
Consumer Advertising 10,000.00$         10,000.00$      
     Montana Travel Planner
     Glacier Country Ad
     Glacier Waterton Visitors Assoc. Map
     Flathead Golf Guide
     Montana Winter Guide
     Online Advertising
Internet Site -$                   -$                 
Meetings & Conventions -$                   -$                 

Publicity
     Public Relations Firm 35,000.00$         35,000.00$      
Photography 2,000.00$           2,000.00$        
TAC Travel 1,500.00$           1,500.00$        
Marketing Plan Development 1,500.00$           1,500.00$        

TOTAL BUDGET REQUESTED 80,000.00$         80,000.00$      

Budget Projections- at 100% $64, 258
FY 07 cancelled/under budget project 
funds
Additional rollover after audit $18,641.23

If revenue decreases by 10%, decrease Opportunity
We do not choose to reserve funds for future years' projects.



AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee::______WWCCVVBB________________________________________________________________  

  
PPrroojjeecctt  NNaammee::____JJooiinntt  VVeennttuurree  wwiitthh  ootthheerr  BBeedd  TTaaxx  EEnnttiittiieess  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy________JJaann  MMeettzzmmaakkeerr____________________________________________________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  
pprroojjeecctt..      NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  
ccoommpprreehheenndd  oorr  vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  
oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  ppooiinntt..    
  
IItt  iiss  iimmppoorrttaanntt  ttoo  lleevveerraaggee  oouurr  mmaarrkkeettiinngg  ddoollllaarrss  wwiitthh  TTrraavveell  MMoonnttaannaa  aanndd  ootthheerr  
bbeedd  TTaaxx  CCoolllleeccttiioonn  eennttiittiieess..  WWee  wwoorrkk  cclloosseellyy  wwiitthh  GGllaacciieerr  CCoouunnttrryy  aanndd  FFCCVVBB  oonn  
mmaannyy  pprroojjeeccttss  iinn  wwhhiicchh  wwee  hhaavvee  aa  ccoommmmoonn  iinntteerreesstt..    TThhee  WWCCVVBB  wwoouulldd  lliikkee  ttoo  uussee  
$$1100,,0000  ooff  oouurr  bbeedd  ttaaxx  ffuunnddss  ffoorr  JJooiinntt  VVeennttuurree  pprroojjeeccttss..  
  
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  
pprroojjeecctt..  
IInnccrreeaassee  WWhhiitteeffiisshh  RReessoorrtt  ttaaxx  bbyy  55%%  oovveerr  22000088  
IInnccrreeaassee  TTrraavveell  PPllaannnneerr  ddiissttrriibbuuttiioonn//ddoowwnnllooaadd  bbyy  2200%%  
IInnccrreeaassee  wweebbssiittee  vviissiittss  bbyy  3300%%  
  
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
AA..,,  BB..,,  CC..,,  DD..,,  EE..,,  FF..,,  GG..,,  HH..,,  II..,,  MM..  
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        
11..,,  11..11..,,  11..11..aa..,,  11..bb..,,  11..cc..,,  11..dd..  
11..22..,,  11..33..,,  11..33..bb..,,  11..33..dd..  
22..,,  22..11..  
44..11..  
1100..,,  1100..11..,,  1100..22..,,  1100..33..  
  
PPlleeaassee  ccoommpplleettee  tthhee  aapppprroopprriiaattee  pprroojjeecctt  ppaaggeess  aattttaacchheedd..    IIff  ccoommpplleettee  iinnffoorrmmaattiioonn  iiss  nnoott  
aavvaaiillaabbllee  aatt  tthhee  ttiimmee  ooff  tthhee  aapppplliiccaattiioonn,,  iitt  wwiillll  bbee  nneecceessssaarryy  ttoo  ssuubbmmiitt  tthheessee  ddeettaaiillss  ttoo  tthhee  
AAuuddiittss//AApppplliiccaattiioonnss  CCoommmmiitttteeee  ffoorr  ffiinnaall  aapppprroovvaall,,  pprriioorr  ttoo  ccoommmmiittmmeenntt  ooff  ffuunnddss..  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd      NNoo  
  
BBuuddggeett  ppaaggee  aattttaacchheedd    YYeess  
 
 
 

AApppprroovvaall  RReeqquueesstteedd  

__________FFiinnaall  
____XX______PPrreelliimmiinnaarryy  



WCVB Project Budget Joint Venture
2008/2009

State Tourism Funds Other Funds Total
PROFESSIONALSERVICES:
Joint Ventures w/Travel MT $11,148.00 + $0 = $11,148.00
Joint Ventures with Other Bed 
Tax entities $1,000.00 + $0 = $1,000

$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL 12,148.00 0.00 12,148.00

MARKETING/ADVERTISING:
+ $0 = $0

$0 + = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $0 $0 $0

TRAVEL:
+ $0 = $0
+ $0 =
+ $0 =
+ $0 =

$0 + $0 = $0
TOTAL $0 $0 $0

OTHER:
$0 + $0 = $0
$0 + $0 = $0

+ $0 = $0
+ $0 = $0

TOTAL $0

REGION/CVB           
PROJECT TOTAL 12,148.00 + 0.00 = 12,148.00



AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee::______WWCCVVBB________________________________________________________________  

  
PPrroojjeecctt  NNaammee::____CCoonnssuummeerr  AAddss____FFYY  0099________________________________________________________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy::________JJaann  MMeettzzmmaakkeerr____________________________________________________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  
pprroojjeecctt..      NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  
ccoommpprreehheenndd  oorr  vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  
oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  ppooiinntt..    
  
TThhee  WWCCVVBB  wwoouulldd  lliikkee  ttoo  uussee  $$1100,,000000  ooff  oouurr  bbeedd  ttaaxx  ffuunnddss  ttoo  ggeett  iittss  nnaammee  iinn  ffrroonntt  ooff  
tthhoouussaannddss  ooff  ppootteennttiiaall  vviissiittoorrss  ttoo  MMoonnttaannaa..    CCoonnssuummeerr  aaddvveerrttiissiinngg  iiss  eesssseennttiiaall  ttoo  
bbuuiilldd  aa  hhiigghh  lleevveell  ooff  vviissiibbiilliittyy  aanndd  iinnccrreeaassee  oouurr  nnaammee  rreeccooggnniittiioonn  aass  aa  pprreemmiieerr  yyeeaarr--
rroouunndd  mmoouunnttaaiinn  rreessoorrtt  ttoowwnn..    DDiissppllaayy  aaddvveerrttiissiinngg  iinn  ppuubblliiccaattiioonnss  pprroodduucceedd  bbyy  
TTrraavveell  MMoonnttaannaa  aanndd  ootthheerr  vviissiittoorr  aassssoocciiaattiioonnss  aarree  ggoooodd  vvaalluueess..    OOnnlliinnee  aaddvveerrttiissiinngg  
iiss  ccoosstt  eeffffiicciieenntt  aanndd  aann  eexxcceelllleenntt  wwaayy  ttoo  qquuiicckkllyy  rreeaacchh  llaarrggee  nnuummbbeerrss  ooff  tthhee  ttrraavveelliinngg  
ppuubblliicc..    
TThhee  lliisstt  ooff  ppuubblliiccaattiioonnss  iinn  wwhhiicchh  wwee  mmaayy  aaddvveerrttiissee  iiss  iinncclluuddeedd..  
  
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  
pprroojjeecctt..  
IInnccrreeaassee  WWhhiitteeffiisshh  RReessoorrtt  ttaaxx  bbyy  55%%  oovveerr  22000088  
IInnccrreeaassee  TTrraavveell  PPllaannnneerr  ddiissttrriibbuuttiioonn//ddoowwnnllooaadd  bbyy  2200%%  
IInnccrreeaassee  wweebbssiittee  vviissiittss  bbyy  3300%%  
  
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
AA..,,  BB..,,  CC..,,  DD..,,  EE..,,  FF..,,  GG..,,  HH..,,  II..,,  MM..  
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        
11..,,  11..11..,,11..11aa..,,11..11bb..,,11..11dd..,,11..22..,,11..33..,,11..33..bb..  
22..11..  
44..,,  44..11..ee..  
77..44..  
1100..,,  1100..11..,,  1100..22..  
  
  
LLiisstt  ooff  ppuubblliiccaattiioonnss  iiss  aattttaacchheedd..  
  
BBuuddggeett  ppaaggee  aattttaacchheedd    YYeess  
 

AApppprroovvaall  RReeqquueesstteedd  

______XX____FFiinnaall  
__________PPrreelliimmiinnaarryy  



Applications for Consumer Ads p. 2 
REQUIRED SPECS FOR 

PROJECTS 
WCVB FY 09 

Consumer Advertising  
  
AADDVVEERRTTIISSIINNGG  MMEEDDIIAA  
  
PPuubblliiccaattiioonnss::  
  MMoonnttaannaa  TTrraavveell  PPllaannnneerr  
  GGllaacciieerr  CCoouunnttrryy  TTrraavveell  PPllaannnneerr  
  GGllaacciieerr  WWaatteerrttoonn  VViissiittoorrss  AAssssoocc..  MMaapp  
  MMoonnttaannaa  WWiinntteerr  GGuuiiddee  MMoonnttaannaa’’ss  
CCuullttuurraall  TTrreeaassuurreess  
  FFllaatthheeaadd  GGoollff  GGuuiiddee  
  OOnnlliinnee  AAddvveerrttiissiinngg::    
    AAwwaayy..ccoomm  
    SSkkiinneett..ccoomm  
    OOnntthheessnnooww..ccoomm  
    GGooooggllee  aanndd  YYaahhoooo  aadd  wwoorrddss  
      
WWee  mmaayy  aaddvveerrttiissee  iinn  tthhee  ffoolllloowwiinngg  
ppuubblliiccaattiioonnss::  
AAuudduubboonn  
BBiigg  SSkkyy  JJoouurrnnaall  
CCaallggaarryy  HHeerraalldd  
CCaallggaarryy  SSuunn  
CChhiiccaaggoo  TTrriibbuunnee  
DDeellttaa  IInnfflliigghhtt  
EEmmppiirree  BBuuiillddeerr  MMaaggaazziinnee  
FFwd (weekly magazine in Calgary) 
GGoooodd  HHoouusseekkeeeeppiinngg  
HHoorriizzoonn  IInnfflliigghhtt  
LLeetthhbbrriiddggee  HHeerraalldd  
Lively Times 
MMeeeettiinnggss  mmaaggaazziinneess  
    SSmmaarrtt  MMeeeettiinnggss  
    AAssssoocciiaattiioonn  NNeewwss  
MMiissssoouullaa  IInnddeeppeennddeenntt  
MMiissssoouulliiaann    
MMoonnttaannaa  MMaaggaazziinnee    
NNaattiioonnaall  GGeeooggrraapphhiicc  ((  aannyy  ooff  tthheeiirr  
ppuubblliiccaattiioonnss))  
  
  
  

  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
9999  TThhiinnggss  ttoo  DDoo  iinn  YYeelllloowwssttoonnee  CCoouunnttrryy  
NNoorrtthhwweesstt  MMaaggaazziinnee  
NNoorrtthhwweesstt  AAiirrlliinneess  MMaaggaazziinnee  
OOuuttssiiddee  
PPoorrttllaanndd  OOrreeggoonniiaann  
PPoowwddeerr  MMaaggaazziinnee    
Seattle Post Intelligencer 
SSeeaattttllee  TTiimmeess  
 Seattle Weekly 
SSkkii  MMaaggaazziinnee  
SSkkiiiinngg  MMaaggaazziinnee  
SSppookkeessmmaann  RReevviieeww    
UUnniitteedd  AAiirrlliinneess  HHeemmiisspphheerree  MMaaggaazziinnee    
 



WCVB FY 09
Consumer Ads

State Tourism Funds Other Funds Total
PROFESSIONAL SERVICES:
Print Ad Creative $1,500 + $0 = $1,500

$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $1,500 $0 $1,500

MARKETING/ADVERTISING:
$8,500 + $0 = $8,500

$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $8,500 $0 $8,500

TRAVEL:
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $0 $0 $0

OTHER:
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $0 $0 $0

REGION/CVB           
PROJECT TOTAL $10,000 + $0 = $10,000



PPrroojjeecctt  AApppplliiccaattiioonn  FFYY  0099  
    
OOrrggaanniizzaattiioonn  NNaammee::  WWCCVVBB____________________________________________________________________  

  
PPrroojjeecctt  NNaammee::  PPuubblliicciittyy  FFYY  0099____________________________________________________________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy::  JJaann  MMeettzzmmaakkeerr______________________________________  
  
TThhee  WWCCVVBB  wwoouulldd  lliikkee  ttoo  uussee  $$3355,,000000  ooff  oouurr  bbeedd  ttaaxx  ffuunndd  ffoorr  oouurr  ppuubblliicciittyy  pprrooggrraamm..  
WWhhiitteeffiisshh  iiss  ccoommmmiitttteedd  ttoo  aann  aaggggrreessssiivvee  ppuubblliicciittyy  ccaammppaaiiggnn  ddeessiiggnnaatteedd  ttoo  ssttiimmuullaattee  
eeddiittoorriiaall  aanndd  pphhoottooggrraapphhiicc  ccoovveerraaggee  iinn  tthhee  rreeggiioonnaall  aanndd  nnaattiioonnaall  pprreessss..  BBeeccaauussee  ooff  
oouurr  lliimmiitteedd  pprroommoottiioonnaall  ddoollllaarrss,,  ppuubblliicciittyy  iiss  mmoorree  eeffffeeccttiivvee  tthhaann  ppaaiidd  aaddvveerrttiissiinngg  iinn  
ggeenneerraattiinngg  mmeeddiiaa  ccoovveerraaggee..      
IInn  FFYY  0099,,  WWhhiitteeffiisshh  CCVVBB  wwiillll  ccoonnttiinnuuee  iittss  hhiigghhllyy  ssuucccceessssffuull  ppuubblliicc  rreellaattiioonnss  
pprrooggrraamm  ttoo  iinncclluuddee  bbuutt  nnoott  bbee  lliimmiitteedd  ttoo::  

••  Targeted  media  relations-  pitching  and  following  up  Targeted media relations- pitching and following up
••  Maintenance  of  a  highly  targeted  media  database  Maintenance of a highly targeted media database
••  Representation  at  appropriate  travel  and  media  relations  Representation at appropriate travel and media relations
••  Agency  work  on  group  and  individual  press  trips  for  top-tier  regional  and  

national  media.  Agency  work  includes  development  of  invitations,  
distribution  of  invitations,  development  of  itinerary  targeting  of  invitees,  
coordination  of  trip  and  media  follow-up  (including  providing  clips).    Hard  
costs  of  press  trips  are  donated  by  area  businesses.  We  will  use  agency  time  
to  prepare  for  press  trips,  and  use  private  funds  for  the  actual  trips.  

Agency work on group and individual press trips for top-tier regional and
national media. Agency work includes development of invitations,
distribution of invitations, development of itinerary targeting of invitees,
coordination of trip and media follow-up (including providing clips). Hard
costs of press trips are donated by area businesses. We will use agency time
to prepare for press trips, and use private funds for the actual trips.

••  Updated  media  kit-  the  narrative  will  be  updated  and  improved.  There  will  
be  an  initial  print  run  of  50  with  additional  kits  printed  as  needed.  In  an  
average  year,  250  kits  are  distributed  to  media.  The  media  kit  is  also  
available  online.  

Updated media kit- the narrative will be updated and improved. There will
be an initial print run of 50 with additional kits printed as needed. In an
average year, 250 kits are distributed to media. The media kit is also
available online.

••  Work  with  national,  state  and  regional  public  information  staff  regarding  
status  of  Going-  to-the-Sun  Road  and  national  disaster  updates  and  
messaging.  

Work with national, state and regional public information staff regarding
status of Going- to-the-Sun Road and national disaster updates and
messaging.

••  Work  with  the  Crown  of  the  Continent  National  Geographic  Map  Guide  
Committee  to  maximize  press  opportunities.  
Work with the Crown of the Continent National Geographic Map Guide
Committee to maximize press opportunities.

••  Work  with  Glacier  National  Park  Centennial  Committee  to  inform  public  
about  upcoming  Centennial  celebration  in  2010.  
Work with Glacier National Park Centennial Committee to inform public
about upcoming Centennial celebration in 2010.

  
OObbjjeeccttiivveess::  
TToo  iinnccrreeaassee  tthhee  WWhhiitteeffiisshh  RReessoorrtt  TTaaxx  bbyy  55%%  oovveerr  FFYY  0088  
IInnccrreeaassee  rreeqquueesstt  ffoorr  TTrraavveell  PPllaannnneerrss  bbyy  2200%%  aanndd  iinnccrreeaassee  vviissiittss  ttoo  oouurr  wweebbssiittee  bbyy  
3300%%..  
HHoosstt  ttwwoo  ffaamm  ttrriippss  aanndd    ttwwoo  hhaavvee  aarrttiicclleess  ppuubblliisshheedd  wwiitthh  iinn  1122  mmoonntthhss..  
  
SSuuppppoorrtteedd  iinn  mmaarrkkeettiinngg  ppllaann::  

A.A.  Establish  our  identity  and  presence  in  the  marketplace  as  a  unique  
destination  
Establish our identity and presence in the marketplace as a unique
destination

CC..  EEnnccoouurraaggee  ddeessttiinnaattiioonn  vviissiittaattiioonn  ffrroomm  tthhee  nnaattiioonnaall  mmaarrkkeett  

AApppprroovvaall  RReeqquueesstteedd  

      XX      FFiinnaall  
__________PPrreelliimmiinnaarryy  



GG..  SSttiimmuullaattee  tthhee  ppuubblliiccaattiioonn  ooff  ffeeaattuurree  ssttoorriieess  iinn  nnaattiioonnaall  aanndd  rreeggiioonnaall  
mmaaggaazziinneess,,  mmaajjoorr  mmeettrroo  nneewwssppaappeerrss  aanndd  bbrrooaaddccaasstt  mmeeddiiaa..  

  
  
SSuuppppoorrtteedd  iinn  tthhee  SSttrraatteeggiicc  PPllaann::  
11..,,  11..11..aa..,,  11..11..bb..,,  11..11..dd..  
11..22..,,  11..22..aa..,,  11..22..cc..,,  11..22..dd..,,  11..22..ee..  
11..33..,,  11..33..bb..,,  11..33..cc..,,  11..33..dd..  
11..44..cc..  
22..,,  22..11..,,  
44..,,  44..11..ee..  
55..55..11..,,  55..11..aa..,,  55..11..bb..  
77..44..aa..,,  77..44..bb..,,  
1100..,,  1100..11..,,  1100..22  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        nnoo        
  
BBuuddggeett  ppaaggee  aattttaacchheedd      YYeess  
  
  
  
NNoottee::  WWee  wwiillll  uussee  aaggeennccyy  ttiimmee  ttoo  pprreeppaarree  ffoorr  tthhee  pprreessss  ttrriippss  bbuutt  wwiillll  bbee  uussiinngg  pprriivvaattee  ffuunnddss  
ffoorr  tthhee  aaccttuuaall  ttrriippss..  TThheerreeffoorree,,  wwee  hhaavvee  ssuubbmmiitttteedd  aa  rreeqquueesstt  ffoorr  ffiinnaall  aapppprroovvaall..  



WCVB Project Budget- Publicity
2008-2009

State Tourism Funds Other Funds Total
PROFESSIONALSERVICES:
Media Relations $14,375.00 + $0 = $14,375.00
Media Database and clipping $1,750.00 + $0 = $1,750
Press trips/Agency Time $12,875 + $0 = $12,875
Photography/ includes updates 
to existing on-line archive and 
Photo CDs $1,625 + $0 = $1,625
On-line media kit $2,625 + $0 = $2,625
Program: reporting/updates at 
meetings, budget review and 
planning $1,750 + $0 = $1,750

$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL 35,000.00 0.00 35,000.00

MARKETING/ADVERTISING:
$0 + = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $0 $0 $0

TRAVEL:
+ $0 = $0
+ $0 =

$0 + $0 = $0
TOTAL $0 $0 $0

OTHER:
$0 + $0 = $0
$0 + $0 = $0

+ $0 = $0
+ $0 = $0

TOTAL $0

REGION/CVB           
PROJECT TOTAL 35,000.00 + 0.00 = 35,000.00



AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee______WWCCVVBB________________________________________________________________________  

  
PPrroojjeecctt  NNaammee________FFYY  0099  PPhhoottooggrraapphhyy______________________________________________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy______JJaann  MMeettzzmmaakkeerr____________________________________________________________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  
pprroojjeecctt..      NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  
ccoommpprreehheenndd  oorr  vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  
oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  ppooiinntt..    
  
TThhee  WWCCVVBB  wwoouulldd  lliikkee  ttoo  uussee  $$22,,000000  ooff  bbeedd  ttaaxx  ffuunnddss  ffoorr  pphhoottooggrraapphhyy..  AAss  aa  rreessuulltt  ooff  
oouurr  aaggggrreessssiivvee  mmaarrkkeettiinngg  aanndd  ppuubblliicc  rreellaattiioonnss  pprrooggrraamm,,  wwee  rreecceeiivvee  nnuummeerroouuss  
rreeqquueessttss  ffoorr  hhiigghh  qquuaalliittyy  pphhoottooggrraapphhyy..  AAlltthhoouugghh  wwee  hhaavvee  ggoooodd  qquuaalliittyy  pphhoottooss,,  mmaannyy  
aarree  oovveerr--uusseedd  aanndd  ssoommee  ooff  tthhee  mmoosstt  rreeqquueesstteedd  sshhoottss  aarree  nnoott  iinn  oouurr  lliibbrraarryy..    WWee  wwiillll  
eexxppaanndd  tthhee  lliisstt  ooff  nneecceessssaarryy  pphhoottooggrraapphhyy,,  ppuurrcchhaassee  rriigghhttss  ttoo  uussee  tthheemm,,  oorr  ccoonnttrraacctt  
ffoorr  aaddddiittiioonnaall  pphhoottooss..  WWee  aallwwaayyss  nneeeedd  aaddddiittiioonnaall  pphhoottooss  ffoorr  oouurr  wweebbssiittee  aanndd  ttrraavveell  
ppllaannnneerr..  
  
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  
pprroojjeecctt..  
IInnccrreeaassee  wweebbssiittee  vviissiittss  bbyy  3300%%  
IInnccrreeaassee  ttrraavveell  ppllaannnneerr  ddiissttrriibbuuttiioonn//ddoowwnnllooaaddss  bbyy  2200%%  
IInnccrreeaassee  WWhhiitteeffiisshh  RReessoorrtt  TTaaxx  bbyy  55%%  oovveerr  22000088  
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  

A.A.  Establish  identity  and  presence  in  the  marketplace  as  a  unique  destination  Establish identity and presence in the marketplace as a unique destination
DD..  AAggggrreessssiivveellyy  sshhoowwccaassee  WWhhiitteeffiisshh’’ss  vvaasstt  aarrrraayy  ooff  wwiinntteerr  ssppoorrttss..  
GG..  SSttiimmuullaattee  tthhee  ppuubblliiccaattiioonn  ooff  ffeeaattuurree  ssttoorriieess  iinn  nnaattiioonnaall  aanndd  rreeggiioonnaall  
mmaaggaazziinneess,,  mmaajjoorr  mmeettrroo  nneewwssppaappeerrss,,  aanndd  bbrrooaaddccaasstt  mmeeddiiaa..  

  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        
11..,,  11..11..aa..,,  11..11..bb..,,11..22..,,11..33..,,11..33..bb..,,  
  
PPlleeaassee  ccoommpplleettee  tthhee  aapppprroopprriiaattee  pprroojjeecctt  ppaaggeess  aattttaacchheedd..    IIff  ccoommpplleettee  iinnffoorrmmaattiioonn  iiss  nnoott  
aavvaaiillaabbllee  aatt  tthhee  ttiimmee  ooff  tthhee  aapppplliiccaattiioonn,,  iitt  wwiillll  bbee  nneecceessssaarryy  ttoo  ssuubbmmiitt  tthheessee  ddeettaaiillss  ttoo  tthhee  
AAuuddiittss//AApppplliiccaattiioonnss  CCoommmmiitttteeee  ffoorr  ffiinnaall  aapppprroovvaall,,  pprriioorr  ttoo  ccoommmmiittmmeenntt  ooff  ffuunnddss..  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd        NNoo  
  
BBuuddggeett  ppaaggee  aattttaacchheedd        YYeess      
 

AApppprroovvaall  RReeqquueesstteedd  

____XX____FFiinnaall  
__________PPrreelliimmiinnaarryy  



WCVB Project Budget FY09
FY 09 Photography

State Tourism Funds Other Funds Total
PROFESSIONAL SERVICES:
Photograph purchases $1,400 + $0 = $1,400
scanning $600 + $0 = $600

$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $2,000 $0 $2,000

MARKETING/ADVERTISING:
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $0 $0 $0

TRAVEL:
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $0 $0 $0

OTHER:
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $0 $0 $0

REGION/CVB           
PROJECT TOTAL $2,000 + $0 = $2,000



AApppplliiccaattiioonn  ffoorr  pprroojjeeccttss  oovveerr  $$550000  
    
OOrrggaanniizzaattiioonn  NNaammee______WWCCVVBB________________________________________________________________  

  
PPrroojjeecctt  NNaammee____MMaarrkkeettiinngg  PPllaann  DDeevveellooppmmeenntt____________________________________________________________  

  
AApppplliiccaattiioonn  CCoommpplleetteedd  bbyy________JJaann  MMeettzzmmaakkeerr____________________________________________________  

  
PPlleeaassee  eexxppllaaiinn  tthhee  nneeeedd  ffoorr  tthhiiss  pprroojjeecctt  aass  wweellll  aass  aa  cclleeaarr  oovveerrvviieeww  ooff  tthhee  ccoonncceepptt  ooff  tthhee  
pprroojjeecctt..      NNaarrrraattiivvee  mmuusstt  pprroovviiddee  eennoouugghh  ddeettaaiillss  tthhaatt  tthhoossee  rreevviieewwiinngg  tthhee  aapppplliiccaattiioonn  ccaann  
ccoommpprreehheenndd  oorr  vviissuuaalliizzee  tthhee  ffuullll  ssccooppee  ooff  tthhee  pprroojjeecctt..    NNaarrrraattiivvee  sshhoouulldd  bbee  aa  ffuullll  
oovveerrvviieeww,,  yyeett  eexxpplliicciitt  aanndd  ttoo  tthhee  ppooiinntt..    
  
IItt  iiss  iimmppoorrttaanntt  ttoo  lleevveerraaggee  oouurr  mmaarrkkeettiinngg  ddoollllaarrss  wwiitthh  TTrraavveell  MMoonnttaannaa  aanndd  ttaakkee  
aaddvvaannttaaggee  ooff  tthhee  mmaarrkkeettss  aanndd  ccaammppaaiiggnnss  tthheeyy  aarree  ddeevveellooppiinngg..  IInn  oorrddeerr  ttoo  ddoo  tthhaatt,,  
wwee  nneeeedd  ttoo  aatttteenndd  aannyy  mmeeeettiinnggss  ffoorr  jjooiinntt  mmaarrkkeettiinngg  ppllaann  ddeevveellooppmmeenntt..  WWee  mmaayy  uussee  
ffuunnddss  ffoorr  pprrooffeessssiioonnaall  aaggeennccyy  aassssiissttaannccee  iinn  ddeevveellooppiinngg  aanndd  hheellppiinngg  uuss  iinntteeggrraattee  
TTrraavveell  MMoonnttaannaa’’ss  bbrraannddiinngg  pprroojjeecctt  wwiitthh  oouurr  mmeessssaaggee..  TThhee  WWCCVVBB  wwoouulldd  lliikkee  ttoo  uussee  
$$11,,550000  ooff  bbeedd  ttaaxx  ffuunnddss  ffoorr  mmaarrkkeettiinngg  ppllaann  ddeevveellooppmmeenntt..  
  
OObbjjeeccttiivveess  
IInncclluuddee  tthhee  oobbjjeeccttiivveess  ffrroomm  tthhee  nnaarrrraattiivvee  ppoorrttiioonn  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann  tthhaatt  ssuuppppoorrtt  tthhiiss  
pprroojjeecctt..  
IInnccrreeaassee  WWhhiitteeffiisshh  RReessoorrtt  ttaaxx  bbyy  55%%  oovveerr  22000088  
IInnccrreeaassee  TTrraavveell  PPllaannnneerr  ddiissttrriibbuuttiioonn//ddoowwnnllooaadd  bbyy  2200%%  
IInnccrreeaassee  wweebbssiittee  vviissiittss  bbyy  3300%%  
  
  
RReeffeerr  ttoo  tthhee  ppoorrttiioonnss  ooff  yyoouurr  mmaarrkkeettiinngg  ppllaann,,  wwhhiicchh  ssuuppppoorrtt  tthhiiss  pprroojjeecctt..  
AA..,,  BB..,,CC..,,DD..,,  FF..,,  GG..,,  HH..,,  II..,,  MM..,,  
  
HHooww  ddooeess  tthhiiss  pprroojjeecctt  ssuuppppoorrtt  tthhee  SSttrraatteeggiicc  PPllaann??        
11..,,  11..11..,,11..11..aa..,,  11..aa..bb..,,  11..aa..dd..,,  
11..22..,,  11..33..,,11..22..bb..,,11..33..cc..,,11..33..dd..,,  
22..,,22..11..  
44..11..,,  
1100..,,1100..11..,,1100..22..,,1100..33..  
  
PPlleeaassee  ccoommpplleettee  tthhee  aapppprroopprriiaattee  pprroojjeecctt  ppaaggeess  aattttaacchheedd..    IIff  ccoommpplleettee  iinnffoorrmmaattiioonn  iiss  nnoott  
aavvaaiillaabbllee  aatt  tthhee  ttiimmee  ooff  tthhee  aapppplliiccaattiioonn,,  iitt  wwiillll  bbee  nneecceessssaarryy  ttoo  ssuubbmmiitt  tthheessee  ddeettaaiillss  ttoo  tthhee  
AAuuddiittss//AApppplliiccaattiioonnss  CCoommmmiitttteeee  ffoorr  ffiinnaall  aapppprroovvaall,,  pprriioorr  ttoo  ccoommmmiittmmeenntt  ooff  ffuunnddss..  
  
DDeettaaiill  ppaaggeess  aattttaacchheedd      NNoo  
  
BBuuddggeett  ppaaggee  aattttaacchheedd    YYeess  
 
 

AApppprroovvaall  RReeqquueesstteedd  

______XX____FFiinnaall  
__________PPrreelliimmiinnaarryy  



WCVB  BUDGET FY 09
Marketing Plan Development Budget

State Tourism Funds Other Funds Total
PROFESSIONAL SERVICES:
agency $500 + $0 = $500

$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $500 $0 $500

MARKETING/ADVERTISING:
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $0 $0 $0

TRAVEL:
travel, hotel, food $1,000 + $0 = $1,000

$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $1,000 $0 $1,000

OTHER:
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0
$0 + $0 = $0

TOTAL $0 $0 $0

REGION/CVB           
PROJECT TOTAL $1,500 + $0 = $1,500
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